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ABSTRACT (ENGLISH) 
The disconfirmation paradigm (e.g., Oliver 1977, 1980; Spreng and Page 2003) 
has been one of the mostly accepted models in satisfaction research, in which 
satisfaction is determined by the algebraic computation between pre-consumption 
expectation and the perceived performance. However, despite its predicative power and 
contribution to marketing research, the theory is not without criticism. The fundamental 
assumption that expectation and performance are independent may not always hold true. 
In the consumer and psychology literature, there are both theoretical and empirical 
evidence to show that expectation and performance exert bi-directional influences (e.g., 
Hoch and Ha 1986; Olson and Dover 1979). 
Drawing on the psychology literature of affective expectation, which is 
conceptualized as the prediction about how one will feel in a particular situation or 
toward a specific stimulus (Wilson et al. 1989), this research expands the scope of 
consumer satisfaction / dissatisfaction (CS/D) research by incorporating both affective 
and cognitive expectation simultaneously into satisfaction determination to examine 
their differential effects on satisfaction. Specifically, the comparative disconfirmation 
i 
process tends to be applicable when cognitive expectations arise such that satisfaction 
responses reflect the differences in quality. However, when affective expectations are 
elicited, perceived performance tends to be assimilated to affective expectations such 
that satisfaction responses between positively and negatively disconfirmed experiences 
will not be significantly different. 
The present research also proposes a theory that expectation bases predetermine 
evaluation modes. Specifically, affective expectations generally lead to a matching 
affective mode, whereas cognitive expectations generally lead to a matching cognitive 
mode. Such a predetermination of evaluation modes suggests possible explanation to the 
underlying mechanism of the assimilation effect elicited by affective expectations, and 
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Imagine the following scenario: 
A young executive invites his date to a trendy oyster bar. The girl is seemingly delighted 
by the elegance and refinement of the decor. Our hero expects to have a romantic and 
memorable night with his beloved one. 
Another couple sits at the adjacent table. An enthusiastic lady introduces to her 
husband the Scotland oysters which are famous for their great taste and the surprisingly 
reasonable price. Her patient husband nods with anticipation of a pleasant meal and a 
friendly bill. 
At the end of the evening, both couples can be genuinely satisfied with the 
restaurant, or utterly disappointed that they swear they will never be back. Within the 
same premise, their satisfaction / dissatisfaction can be based on completely different 
grounds. What is more intriguing is the possibility that when different expectations 
arise, evaluations of the same product or service can be entirely different. 
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The relationship between pre-consumption expectations and the eventual 
satisfaction is at the core of marketing research. Among various models that explain and 
predict the effect of expectations on satisfaction, the disconfirmation paradigm (e.g., 
Oliver 1977, 1980; Spreng and Page 2003) is one of the most accepted models in 
consumer satisfaction / dissatisfaction (CS/D) research. The model determines 
satisfaction by the discrepancy between the pre-consumption expectation and the actual 
experience. Specifically, prior expectation serves as a comparison standard against 
which the product or service performance is evaluated. When the performance exceeds 
the expectation, the positive disconfirmation of expectation will lead to satisfaction; 
whereas when the performance falls short of the expectation, the negative 
disconfirmation will lead to dissatisfaction. When expectation and performance are 
regarded and measured as two independent entities (Oliver 1980), the disconfirmation 
and thus dis/satisfaction can be represented by a simple algebraic computation. 
However, are expectation and perceived performance always independent? In 
psychology as well as marketing literature, there are both theoretical and empirical 
findings to suggest that this is not necessarily the case. According to the cognitive 
dissonance theory (Festinger 1957), people are motivated to revise their beliefs in order 
to resolve a conflict, or dissonance, between two cognitions. In the context of 
consumption, when expectation and perceived performance are dissonant, consumers 
may engage in dissonance reduction activities to change either the performance 
perception or the prior expectation in retrospective reflection. It is possible that 
2 
negatively disconfirmed experience is revised upward so as to narrow the discrepancy 
between the high expectation and the perceived performance. 
Hoch and Ha (1986) posited a confirmatory bias hypothesis on the interrelation 
between expectation and experience. They proposed that consumers treated pre-
consumption information (e.g., advertising, word-of-mouth, product reviews) as a 
hypothesis of the product efficacy or experience. When the actual consumption takes 
place, consumers tend to test the hypothesis by selectively seeking supporting evidence. 
Such a confirmatory bias presents a case when a priori expectation influences the 
evaluation of the performance. In brief, the assumption that expectation and experience 
are independent may not always hold true. 
Hence, when and how expectation influence the evaluation of performance is 
critical in determining satisfaction. Besides, how different types of expectation exert 
different effects on satisfaction and the underlying processes that govern their effects are 
also important and promising research questions to expand the scope of satisfaction 
research. 
3 
1.1 Research Objectives 
1.2.1 To incorporate affective expectation theory into satisfaction research 
This research draws on the psychology literature of affective expectation to 
expand the scope of CS/D research, investigating the assimilation effect of affective 
expectation on performance perception. Specifically, when evaluating a consumption 
experience, consumers tend to assimilate their performance perception to a priori 
affective expectation. 
1.2.4 To distinguish the differential satisfaction responses elicited by affective and 
cognitive expectations 
The assimilation effect of affective expectations is contrast with the 
disconfirmation process based upon cognitive expectations. This research aims to 
examine the differential responses in satisfaction evoked by different bases of 
expectation, namely the affective and cognitive bases of expectation. 
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1.2.5 To propose the theory that expectation bases predetermine evaluation modes 
This research also attempts to investigate the underlying mechanism of the 
differential effects of affective and cognitive expectations by proposing a theory that 
expectation bases predetermine evaluation modes. Specifically, it is possible that the 
bases of expectation prompt consumers to engage in a matching mode of evaluation 




2.1 Affective and Cognitive Expectations 
2.1.1 Definitions 
Olson and Dover (1979) defined expectations as pre-consumption beliefs about a 
product, and belief is "the subjective probability of association between a product and an 
attribute" (p. 181). This cognitive view of expectation governs the operationalization of 
the construct of expectation in most of the past research, in which expectation was 
defined and measured on an attribute-based level (e.g., Churchill and Surprenant 1982; 
Olson and Dover, 1979; Tse and Wilton 1988). Consequently, disconfirmation has been 
defined as the cognitive comparison between pre-consumption expectation and the 
actual performance (Spreng and Page 2003). The prediction of the attribute 
performances of a product or service, which serves as a comparison standard (Oliver 
1997)，can be conceptualized as cognitive expectation. In the past satisfaction research, 
the construct "expectation" generally implied "cognitive expectation". 
Not until recently was the affective basis of expectations formally 
conceptualized and empirically tested. Affective expectation proposed by Wilson et al. 
(1989) is the predictive anticipation of the future affective state. Wilson and Klaaren 
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(1992) further enriched the definition of affective expectations as "people's predictions 
about how they will feel in a particular situation or toward a specific stimulus" (p.3). 
Affective expectations operate in a top-down, theory driven fashion, in accordance with 
the dominance of top-down models in psychology such as response expectancy (Kirsch 
1997). 
2.1.5 The Assimilation Effects of Affective Expectation 
Wilson et al. (1989) conducted a series of experiment to examine the effects of 
affective expectation. Cartoons were pretested on the affective quality. Those rated as 
unfunny were then used in the main study, in which the experimental group was given a 
positive affective expectation for the cartoons ("the cartoons are funny") whereas the 
control group received no expectation manipulation. Results revealed that participants 
with positive affective expectations rated the cartoons funnier. Their spontaneous 
responses, measured by their facial mirth, also suggested that they liked the cartoons 
more than the control group did. In conclusion, though actual experience might fall short 
of the affective expectations, when the discrepancy is not noticed, experience tends to be 
assimilated to the affective expectations, leading to a favorable judgment. 
The assimilation effect of affective expectations was also reported in the 
consumption context. Philips and Baumgartner (2002) examined the affective aspect of 
consumption by incorporating consumption emotions and affective expectations into the 
disconfirmation paradigm. They were among the first to assess experiential 
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disconfirmation between affective expectations and experienced emotions. The 
assimilation effects of affective expectations were empirically demonstrated such that 
consumption emotions were assimilated toward affective expectations and exerted a 
direct impact on the satisfaction. 
Wilson et al. (1989) posited that affective expectations generally lead to 
assimilation. Indeed, subsequent studies in psychology and a recent study in marketing 
(e.g., Geers and Lassiter 2000, 2002; Klaaren, Hodges and Wilson 1994; Philips and 
Baumgartner 2002) all showed assimilation respectively. Why does affective 
expectation generally trigger such an assimilation tendency? Wilson et al. (1989) 
suggested that an experience was relatively more ambiguous if it was evaluated 
unidimensionally on affective dimension. Here ambiguity refers to the openness to 
multiple interpretations (Herr et al. 1983; Hoch 2002). Past research showed that 
ambiguous stimuli would be assimilated to contextual stimuli, given that the latter were 
not extremely discordant from the former (Herr et al. 1983; Martin et al. 1990). In the 
context of consumption, Hoch and Ha (1986) found that when the actual experience 
could only provide ambiguous evidence about product quality and performance, ad-
induced assimilation could occur. In brief, as suggested by Schwarz and Bless (1992), 
when it came to the interpretation of ambiguous information, assimilation effect should 
generally be more likely. 
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2.1.6 Different Satisfaction Responses Evoked by Different Expectation Bases 
In summary, cognitive expectation is a prediction of the cognitive aspects of a 
forthcoming consumption, concerning the attribute performances of a product or 
service; whereas affective expectation is an anticipation of the affective experience 
during or after engaging in the consumption. They not only differ in the different aspects 
of the consumption experience they concern, but also suggest two different routes 
leading to dis/satisfaction. Precisely, when consumers formulate affective expectations 
before consumption, they will tend to assimilate the perceived performance to affective 
expectations such that the satisfaction response to a negatively disconfirmed experience 
will not be significantly different from that of positively disconfirmed experience. This 
pattern should be congruent with the assimilation effect reported in affective expectation 
studies. 
Conversely, when consumers formulate cognitive expectations before 
consumption, satisfaction is less likely determined through assimilation but more likely 
determined by a comparison process in accordance with the disconfirmation paradigm. 
Satisfaction response will reflect the difference in the cognitive quality of a consumption 
experience such that the satisfaction to a negatively disconfirmed experience will be 
significantly lower than that of a positively disconfirmed experience. In brief, 
hypothesis 1 predicts that different bases of expectation lead to different satisfaction 
responses. 
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2.1.7 Hypothesis 1 
Hla: When the basis of prior expectation is affective, there is no difference in 
satisfaction between a positively and a negatively disconfirmed 
experience. 
Hlb: When the basis of prior expectation is cognitive, satisfaction with a 
negatively disconfirmed experience will be significantly lower than that 
with a positively disconfirmed experience. 
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2.2 The Predetermination of Evaluation Mode 
The assimilation effect of affective expectation is well documented empirically, 
but the underlying mechanism has yet to be fully explored. Wilson et al. (1989) posited 
that the ambiguity of an experience could possibly make the discrepancy between the 
expectation and the value of the stimulus harder to notice, and therefore people are 
prone to commit the assimilation. However, when people are encouraged to make a fine-
grained scrutiny rather than a global evaluation, the specificity of an evaluation is 
enhanced, making the assimilation effect dissipate (Wilson et al. 1989). Geers and 
Lassiter (1999) tested this assumption through the use of the unitization paradigm, 
which was a fine-grained analysis strategy segmenting the focal subject into meaningful 
units. The results demonstrated that not only the elimination of the assimilation effect 
but also the emergence of a contrast effect. It is noteworthy that these studies not only 
investigated the moderating effect of the specificity of evaluation, but also hinted at a 
contrast between two different types of evaluation process: overall, global evaluation 
versus fine-grained, attribute-based scrutiny. 
In brief, it is possible the emergence and the magnitude of the assimilation effect 
are contingent on the nature of the evaluation process, or in other words, the modes of 
evaluation. 
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2.2.1 Affective and Cognitive Evaluation Modes 
The classification of evaluation modes into affective and cognitive is consistent 
with the dichotomous view on the information processing. Rosselli, Skelly and Mackie 
(1995) contrasted affective elaborations with cognitive elaborations in processing 
emotional and rational persuasive messages. Affective elaborations reflected message 
content-related feelings, whereas cognitive elaborations reflected content-related 
thoughts. When the information input was cognitive, cognitive elaborations which was 
argument quality-reflective exerted a significant impact on message acceptance. 
However, when the information input was affective, cognitive elaborations' impact 
remained significant, there was also an additional effect from affective elaborations. It 
seems that the basis of information input, either affective or cognitive, may determine 
the relative influence of affective and cognitive elaborations on message acceptance and 
attitude change. 
How affective and cognitive antecedents influence the choice of evaluation 
modes was also investigated in a decision making context (Pham 1998). An experiential 
process, which focused on feelings and holistic representations of the target under 
evaluation, was contrasted with a piecemeal process, which focused on individual 
attributes of the target (Schwarz and CI ore 1988). When participants were given a 
hedonic motive that preceded a decision, they tended to pursue an affective, experiential 
evaluation and attend to relevant affective information; whereas when they were given 
an instrumental motive, they tended to pursue a cognitive, attribute-based evaluation and 
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attend to relevant cognitive information. These findings converge with the findings of 
Rosselli et al. (1995) to demonstrate that both affective and cognitive modes of 
evaluation in processing information exist. It seems that there exists a proclivity of 
matching the mode of evaluation to the basis of information input. Specifically, when 
the information input is affective, people tend to pursue an affective evaluation. 
Conversely, when the information input is cognitive, people tend to pursue a cognitive 
evaluation. 
Such a matching effect was also reported in the attitude formation literature, in 
which the matching effect between the bases of attitudes and the bases of persuasive 
appeals was empirically verified (Fabrigar and Petty 1999; Petty and Wegener 1998). 
Specifically, when an affect-based attitude is matched with an affect-based persuasive 
attempt, subsequent attitude change is more salient than when an affect-based attitude is 
mismatched with a cognitive persuasive attempt (Edwards 1990). The same is true in a 
cognitive attitude-cognitive persuasion match. Should this match effect be robust, 
people may tend to seek relevant, matching information to verify a pre-consumption 
attitude, like an expectation. 
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2.2.2 The Theory of Predetermination of Evaluation Modes 
The present research proposes a theory that expectation bases predetermine 
evaluation mode. Specifically, consumers with an affective expectation will tend to 
select an affective evaluation, which enables them to search for relevant affective 
information or cues, to determine satisfaction in the consumption. Correspondingly, 
when a cognitive expectation arises, a cognitive evaluation will more likely be selected. 
2.2.3 Hypothesis 2 
H2: The basis of prior expectation elicits a matching evaluation mode. 
Specifically, 
H2a: Affective expectations elicit an affective mode to evaluate subsequent 
consumption experience. 






The objective of the main study was to examine the differential satisfaction responses 
evoked by affective and cognitive expectations respectively, and also the 
predetermination of evaluation modes in accordance with the bases of prior expectation. 
Three pretests were conducted to identify appropriate stimulus for the following 
manipulations: To manipulate the affective quality of the focal product, a music CD, the 
song the participants listen to is either a happy song or a song that is neutral in mood so 
that affective expectation is either positively or negatively disconfirmed. To manipulate 
the cognitive quality of the CD, the song is either in its original CD quality that the bass 
is strong or in a digitally adjusted quality that the bass is weak so that cognitive 
expectation is either positively or negatively disconfirmed. Finally, to manipulate 
participants' expectation toward the CD, the written instruction given before an actual 
CD preview is either affectively or cognitively based. 
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3.1.1 Pretest 1: Affective quality manipulation 
Three English songs ("Accidentally Kelly Street" and "No Time" from an 
Australian group "Frente", and "Kalerka" from Scottish singer Rebecca Pidgeon) were 
pretested in an independent sample of students recruited on campus (N = 47). All these 
songs were published between 1994 and 1996. Choosing foreign songs that were not 
released recently and familiar to the participants was to reduce the likelihood that any 
formed impression and judgment before the experiment would bias the subsequent 
satisfaction response. Participants were invited to a soundproof behavioral laboratory to 
listen to one of the songs. They were run in small groups of 6 to 8 people. After listening 
to one piece of music for 2 minutes, participants rated how happy the song was. The 
level of happiness of the songs was assessed on multiple emotional dimensions (e.g., 
happy, joyful, and cheerful) on 9-point scales (1 = not at all, 9 = very much). These 
items (a = .76) were averaged into a single measure of happiness. Based on pairwise 
comparison, "Accidentally Kelly Street" was rated as much happier (M = 7.00) than was 
"Kalerka" (M = 5.73)，t (33) = 3.68’ p < .001. Participants also indicated how satisfied 
they were with the songs on multiple items (e.g., "how satisfied are you with the song," 
"how close did the CD come to your expectation," "Overall, how do you find the CD," 
and "how pleasant was the overall listening experience") These items (a = .85) were 
averaged into a single measure of the satisfaction. The former (M = 6.20) was not 
significantly different from the latter (M = 6.49)，t< 1. Apart from the satisfaction, other 
measurements (e.g., liking of the song and familiarity with the song) also indicated the 
two songs were not significantly different from each other. There was no interaction 
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between the manipulations of cognitive quality (will be discussed in pretest 2) and 
manipulation of the affective quality, F < 1. The main effect of the cognitive quality on 
affective quality did not approach significance either, F < 1 (see Table 3.1 for details). 
In summary, the two selected songs "Accidentally Kelly Street" and "Kalerka" only 
differ in affective quality but are equivalent in other dimensions. 
Table 3.1 
Selected statistics of the songs in Pretest 1 
Song Mean Mean Familiarity Liking of the 
Affective Satisfaction with the song song 
Quality Index Index 
Accidentally Kelly Street T^ OO ^ 
Kalerka ^ K u 
No Time ^ ^ 3?^ 4 / ^ 
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3.1.2 Pretest 2: Cognitive quality of the CD 
A sound quality editor and equalizer software called WavEditor Ver. 3.3.0.3 by 
BFSsoft was used to adjust the bass levels of two selected songs in Pretest 1 
("Accidentally Kelly Street" and "Kalerka"). Low frequencies (from 600 Hz to 35 Hz) 
were manually adjusted downward after both songs are converted from CD into wav 
files. The weak bass sound files were then transferred back to a no-label CD and played 
through a CD player in the low cognitive quality condition. In the high cognitive quality 
condition, the songs were played in their original CD quality without any bass reduction. 
A separate student sample (N = 24) was recruited in an independent pretest. The 
procedure was similar to that of Pretest 1. The bass of the songs was assessed on a 9-
point scale (1 = very weak, 9 = very strong). The strong bass version (M = 6.63) was 
significantly different from the weak bass version (M = 4.38), t (24) = 4.33, p <.001. 
Participants also indicated how satisfied they were with the songs. Two items (“how 
satisfied are you with the song," and "how close did the CD come to your expectation," 
a = .79) were averaged into a single measure of the satisfaction. Strong bass versions 
(M = 5.25) were not significantly different from weak bass version (M = 5.53), t< 1. 
Other measurements (e.g., overall sound quality) also indicated that different bass levels 
only differed in perceived bass performance. 
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3.1.3 Pretest 3: Expectation manipulations 
Either affective or cognitive expectation was elicited through the use of written 
instructions. An independent sample of participants (N = 53) was recruited in the 
pretest. Since they did not show any significant difference from the main study's 
participants, their data were subsequently pooled to the main study's data analysis. They 
were told that the CD they were going to preview was not yet released in Hong Kong, 
but had been reviewed by an editor of a fictitious international music magazine ("Q-
sound Magazine"). Participants were shown either version of the CD reviews written in 
a format similar to the equivalent in the "Rolling Stone" Music Magazine. The affective 
version manipulated affective expectation by focusing on the affective quality of the 
CD: 
Excerpt from Q-sound Magazine (March 2005) 
"Happy and funful tunes，， 
This compilation of cheerful songs is a tremendous achievement that entices any 
listener's ear. With a marvelous instrumental / vocal composition, the CD reproduces 
wonderful sound that gives you a holiday mood. Put the CD on any CD player, and 
unleashed is a record of creative brilliance, delivering happy and funful tunes all the 
time. This CD is a success in lifting your mood. A pure gem! - Chris Herald, editor. 
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The cognitive version of the CD review, on the other hand, manipulated 
cognitive expectation by emphasizing on the product attribute, which was the bass 
performance of the CD: 
Excerpt from Q-sound Magazine (March 2005) 
“Solid and powerful bass" 
The BSD (bit-stream digital) technology is a tremendous achievement that entices any 
listener's ear. With a 24-bit / 96kHz resolution, the CD reproduces wonderful sound that 
approaches analog quality. Put the CD on any CD player, and unleashed is a record of 
technical brilliance, delivering solid and powerful bass all the time. This CD is a success 
in boosting the bass. A pure gem! - Chris Herald, editor. 
Both excerpts were of approximately equal length and professionally designed so 
that they looked similar to real magazine excerpts to enhance credibility (see Appendix 
1 for the actual layouts). After reading the magazine excerpt, participants were briefed 
on writing a comment on the CD at the end of the study. They were given examples of 
comment claimed to be written by previous participants so as to familiarize them with 
the writing format. The bases of the examples of comment were consistent with those of 
the CD review that the participants were assigned to read. Specifically, those who read 
the affective version of the CD review read affective comments as follows: 
‘7 like cheerful songs. This CD suits my style.“ 
"Quite happy. It gave me feelings of sunshine and the summer. ” 
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‘‘Happy and lighthearted. I want to sing along with the song.“ 
Those who read the cognitive version of the CD review read cognitive comments 
as follows: 
"Very rich bass. I am impressed!“ 
"I don 't know much about sound systems, but I can tell that the bass is really strong.“ 
"The overall sound quality is higher than normal CD, especially the bass.“ 
The purpose of showing examples of comments in addition to the magazine 
excerpts to the participants was to strengthen the expectation manipulation, similar to 
the procedure that Geers and Lassiter (1999) took, in which participants first read 
written materials about a comedy and afterwards viewed a video clip that taped previous 
participants' comments. In this study, all the examples of written comments were shown 
in handwriting to strengthen the authenticity (see Appendix 2 for the actual examples 
shown to participants). 
After reading the magazine excerpt and mock-up comments, participants 
answered a series of manipulation check questions. First of all they were asked how 
likely the CD would make them happy on a 9-point scale (1 = very unlikely, 9 = very 
likely). Those who received the affective expectation manipulation (the affective group) 
indicated a higher likelihood that the CD would make them happy (M = 6.12) than did 
the cognitive group who received the cognitive expectation manipulation (M = 5.19), t 
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(53) = 2.15，p < .04. They also indicated their expectation toward the bass performance 
on a 9-point scale (1 = very low, 9 = very high). The cognitive group reported a higher 
expectation on bass (M = 6.74) than did the affective group (M = 4.62), t (53) = 4.65，p 
<.001. 
To further check on confounding factors, participants' expectation on the CD's 
happiness was submitted to a 2 (expectation basis) x 2 (affective quality) x 2 (cognitive 
quality) analysis of variance (ANOVA). As expected, the ANOVA revealed only a main 
effect of expectation, F ( l , 52) = 6.34, p <.02，showing the success of the affective 
expectation manipulation. All other main effects, two-way and three-way interactions 
did not approach significance. Similarly, participants' expectation on the bass of the CD 
was also submitted to a 2 (expectation basis) x 2 (affective quality) x 2 (cognitive 
quality) ANOVA. As expected, the ANOVA revealed only a main effect of expectation, 
F (1, 52) = 13.84，p = .01, showing the success of the cognitive expectation 
manipulation. All other main effects, two-way and three-way interactions did not 
approach significance. Furthermore, other measurements (e.g., satisfaction and liking of 
the song) did not differ between the affective and cognitive expectation conditions. The 
only effect of the expectation manipulation was on the basis of expectation. 
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3.2 Main Study 
3.2.1 Participants and Design 
Participants consisted of 211 undergraduates who were recruited on campus and 
participated for US$4 remuneration in an ostensible product testing. The product under 
evaluation was a music compact disc, which was claimed to be launched in the market 
soon. This product category was relevant in the student population so that participants 
had reasonable knowledge and motivation in the experiment. Participants were 
randomly assigned to one of eight conditions in a 2 x 2 x 2 between-subjects design. The 
first factor manipulated two levels of affective quality of the CD: high versus low level 
of happiness. The second factor manipulated two levels of cognitive quality of the CD: 
strong versus weak bass performance. The third factor manipulated two bases of 
expectation toward the CD: cognitive versus affective. There were approximately 26 
participants in each condition. 
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5.2.2 Procedure 
Participants were run in small groups of approximately 10 people. They were 
invited to preview a two-minute clip of a CD to be released in Hong Kong by an 
anonymous record company. Before the actual listening took place, they were asked to 
read a piece of background information about the CD, which was claimed to be a CD 
review excerpted from an international music magazine. After viewing the CD review, 
participants were instructed on how to write a voluntary comment on the CD at the end 
of the session. They were told that the record company would randomly select some of 
their comments for marketing purposes. In order to help them understand how to write a 
comment, three examples of comment claimed to be written by previous participants 
were attached. 
Then the participants were asked to complete a questionnaire comprising of 
affective expectation and cognitive expectation manipulation checks, which were 
adapted from the scales used in previous affective expectation studies (Geers and 
Lassiter 1999, 2002; Klaaren et al. 1994). Participants, having either their affective or 
cognitive expectation manipulated, listened to one of the four music clips of the 
following combinations: 1. high affective quality and high cognitive quality, 2. high 
affective quality and low cognitive quality, 3. low affective quality and high cognitive 
quality, and 4. low affective quality and low cognitive quality. After they finished the 
listening they completed another questionnaire comprising of measurements of 
satisfaction, affective quality evaluation, cognitive evaluation by attributes, importance 
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of various emotional dimensions and sound attributes in music enjoyment, and 
subjective assessment of their interest and knowledge in music in general. They were 
also asked to list their thoughts in a thought-listing form adapted from Cacioppo, Glass 
and Merluzzi (1979). At the end of the questionnaire they provided demographical 
information and were probed for the purpose of the study. Lastly they were asked to 
write a voluntary comment on the CD in accordance with the cover story. All the 
participants were debriefed by email. 
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3.2.3 Measures 
The main dependent measure, satisfaction with the CD, was assessed on three 9-
point items, adapted from Spreng, Mackenzie and Olshavsky (1996) and Tse and Wilton 
(1988). Participants were asked to indicate how satisfied they were with the CD (1 = 
very dissatisfied, 9 = very satisfied); how they found the CD overall (1 = very bad, 9 = 
very good) and how pleased they were with the CD (1 = very displeased, 9 = very 
pleased). These items (a = .95) were average to form a satisfaction index. Using multi-
item measures was in line with most of the satisfaction studies. Besides, multi-item 
measures were judged substantially more reliable than single-item measure (Yi 1990). 
As manipulation checks, cognitive expectation of the bass was assessed by a 9-point 
item (1 = very low, 9 = very high). Affective expectation of the affective quality was 
assessed by asking the participants how likely the CD would make them happy, adapted 
from Klaaren et al. (1994). 
Participants were asked to list their thoughts that they had when they listened to 
the CD in a thought-listing form adapted from Cacioppo et al. (1979). They were 
provided 10 lines to write down their thoughts, one thought per line. There was no time 
limit or minimum number of thoughts imposed. On average each participant spent four 
minutes in completing the thought listing. Listed thoughts were subsequently coded by 
two judges, who were blind to the purpose of the study and worked independently, into 
(1) affective or cognitive, (2) positive, negative or neutral, (3) comparative or non-
comparative, to provide dependent measures to investigate the evaluation processes 
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prompted by different bases of expectation. Before the judges performed the coding, 
each of them was individually instructed to classify thoughts that were related to 
feelings, mood and experiential aspects of the consumption as affective, thoughts that 
were related to facts, reasons and sound attributes as cognitive, and thoughts that 
included deliberate comparisons of the CD with the manipulated expectations or any 
standards as comparative thoughts (see Appendix 3 - 5 for examples of actual listed 





4.1 Demand and Manipulation Checks 
Thirteen participants (6.2%) provided a rudimentary guess about the study's 
purpose and were deleted. To detect multivariate outliers, Mahalanobis distance was 
assessed for each case through SPSS REGRESSION, separate runs for each 
experimental condition (Tabachnick and Fidell 2001). 9 participants (4.3%) with 
Mahalanobis distances greater than the critical value,受(3) = 11.34, p <.01, were 
removed. Furthermore, 15 participants (7.1%) who failed to follow the instruction of the 
experiment and their data were discarded from the analysis. It is noteworthy that the 
exclusion of these cases did not change the results of the analysis. Finally, there were 
174 participants remaining in the main study. 
To assess the manipulation of affective expectation, the ratings of how happy the 
CD would be were submitted to a 2 (expectation basis) x 2 (affective quality) x 2 
(cognitive quality) ANOVA. As expected, the analysis revealed a significant main effect 
of expectation, F ( l , 173) = 5.77，p < .02. The affective group who received the 
affective expectation manipulation reported a higher affective expectation {M = 6.44) 
than did the cognitive group who received the cognitive expectation manipulation (M = 
5.95). No other main effect, two-way or three-way interaction was significant. 
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Similarly, the cognitive expectation manipulation was also successful, F ( l , 173) 
=95.38, p < .0001. The cognitive group reported a higher cognitive expectation (M = 
6.95) than did the affective group (M = 4.79). No other main effect, two-way or three-
way interaction was significant. In summary, both affective expectation and cognitive 
expectation were manipulated successfully. 
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4.2 Hypotheses Testing 
4.2.1 Differential Effect of Affective and Cognitive Expectations on Satisfaction 
According to the affective expectation theory, evaluation of an experience tends 
to be assimilated toward a priori affective expectation. Discrepancies between actual 
experience and prior expectation, particularly when the experience falls short of the 
expectation, are difficult to detect given the ambiguous nature of affective experience. 
Therefore, hypothesis la predicted that when affective expectation was elicited, the 
satisfaction rating of a low affective quality CD, which was rated as less happy in the 
pretest, would not be significantly different from that of a high affective quality CD, 
which was rated as happier in the pretest. 
On the other hand, according to the disconfirmation paradigm, satisfaction is 
determined by the subtract!ve difference between actual experience and expectation. 
Prior cognitive expectation serves as a concrete comparison standard against which the 
experience is judged. Therefore, hypothesis lb predicted that when cognitive 
expectation was elicited, the satisfaction rating of a low cognitive quality CD, which 
was rated as weaker in bass in the pretest, would be significantly lower than that of a 
high cognitive quality CD, which was rated as stronger in bass in the pretest. 
Satisfaction indices were submitted to a 2 (expectation basis) x 2 (affective 
quality) x 2 (cognitive quality) ANCOVA, with interest in music as a covariate. As 
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shown in Table 4.1, the analysis only revealed a significant expectation x cognitive 
quality interaction, F (1, 173) = 9.16, p <.005. More importantly, planned contrasts 
showed that when cognitive expectation was elicited, participants reported higher 
satisfaction with the strong bass CD (M = 7.02) than with the weak bass CD (M = 6.39), 
t (86) = 2.48，p < .02 (see Figure 4.1). This is consistent with the prediction of the 
disconfirmation paradigm that when cognitive quality fails to live up to the cognitive 
expectation, participants report a significantly lower satisfaction. 
However, when affective expectation was elicited, listening to either the happy 
CD or the neutral CD did not lead to significantly different satisfaction (M = 6.66 vs. 
6.75)，t < 1 (see Figure 4.2). This is consistent with the assimilation hypothesis that the 
evaluation of discrepant experience tends to be assimilated to prior expectation, so that 
satisfaction ratings with both high and low affective quality CDs were not significantly 




ANCOVA 一 Satisfaction as a function of Expectation, 
Affective Quality and Cognitive Quality 
Tests of Between-Subjects Effects 
Dependent Variable: satisfaction index 
Type III Sum 
Source of Squares df Mean Square F Sig. 
Corrected Model 28.428® F 3.553 2.846 .005 
Intercept 176.906 1 176.906 141.675 .000 
Interest 12.010 1 12.010 9.618 .002 
Expectation .243 1 .243 .194 .660 
Affective Quality 2.296 1 2.296 1.839 .177 
Cognitive Quality 1.686 1 1.686 1.350 .247 
Expect * AQ .781 1 .781 .625 .430 
Expect * CQ 11.430 1 11.430 9.154 .003 
A C r C Q 1.440 1 1.440 1.153 .284 
Expect * AQ * CQ 1.740 1 1.740 1.394 .239 
Error 206.032 165 1.249 
Total 8048.000 174 
Corrected Total 234.460 173 
a. R Squared = .121 (Adjusted R Squared = .079) 
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Figure 4.1 
Satisfaction as a function of Expectation and Cognitive Quality 
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Planned contrasts also provided insights in understanding the effects of product 
performances that mismatch the bases of expectation. When affective expectation was 
elicited, satisfaction ratings with the strong bass and weak bass CD were not 
significantly different (M = 6.53 vs. 6.86)，t (84) = -1.40, p > .1. Similarly, when 
cognitive expectation was elicited, satisfaction ratings with the happy and the neutral 
CDs did not differ significantly (M = 6.54 vs. 6.85)，t (86) = -1.19,p>.2 (see Table 4.2 
for details). This pattern of results shows that aspects of performances that do not match 
the bases of expectation have little influence on satisfaction. Specifically, high cognitive 
quality does not necessarily lead to a higher satisfaction than does low cognitive quality 
when the basis of expectation is affective; likewise, high affective quality does not 
necessarily lead to a higher satisfaction than does low affective quality when the basis of 
expectation is cognitive. 
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Table 4.1 
Satisfaction Means as a function of Expectation, 
Affective Quality and Cognitive Quality 
Descriptive Statistics 
Dependent Variable: satisfaction index 
Expectation Affective quality Cognitive quality Mean Std. Deviation N 
1 1 1 “ a e ^ 1.35989 ~ 
2 6.6410 1.01510 26 
T o ^ 6.6591 1.15356 
~2 i 6.4167 1.05524 i T " 
2 7.1852 .92335 18 
T ^ 6.7460 1.06129 42 
Total 1 6.5317 1.18724 ^ 
2 6.8636 1.00469 44 
Total 6.7016 1.10380 ^ 
~2 1 i 6.8947 .91660 19~ 
2 6.2639 1.33688 24 
T o ^ 6.5426 1.19970 
~2 1 7.1250 1.05323 i T " 
2 6.5397 1.39633 21 
T ^ 6.8519 1.24632 45 
Total i 7.0233 .99042 ^ 
2 6.3926 1.35641 45 
Total 6.7008 1.22661 88 
Total 1 i 6.7928 1.14221 37~ 
2 6.4600 1.18358 50 
T ^ 6.6015 1.17119 ^ 
~2 1 6.7708 1.10266 ^ 
2 6.8376 1.23039 39 
Total 6.8008 1.15521 87 
Total i 6.7804 1.11335 sT" 
2 6.6255 1.21212 89 
T ^ 6.7011 1.16416 174 
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4.2.2 The Predetermination of Evaluation Modes. 
Hypothesis 2 predicted that the bases of expectation determined the subsequent 
evaluation modes. Specifically, hypothesis 2a predicted that when prior expectation was 
affective, people would attend to relevant affective aspects in the forthcoming 
experience, selecting a matching affective evaluation mode to determine the satisfaction. 
Likewise, hypothesis 2b predicted that a cognitive expectation would predetermine a 
matching cognitive evaluation mode such that people attended to the relevant cognitive 
aspects in the subsequent experience. 
To verify the above hypothesis, content analysis of the listed thoughts was 
performed (Millar and Millar 1990). Participants' listed thoughts were coded for nature 
(affective vs. cognitive) and valence (positive vs. negative vs. neutral). Additionally, 
each thought was coded as comparative or non-comparative. For each participant, the 
total number of affective thoughts was divided by the total number of listed thoughts to 
create a proportion of affective thoughts index. Proportion of cognitive thoughts, 
proportion of positive and negative thoughts, and proportion of comparative thoughts 
indices were computed likewise. The same coding schemes and indices were used for 
participants' comments taken at the end of the study. Additionally, each comment as a 
whole was classified as affective, cognitive or irrelevant. 
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4.2.2.1 Total Number of Thoughts 
First, participants' total number of thoughts were submitted to a 2 (expectation 
basis) X 2 (affective quality) x 2 (cognitive quality) ANOVA. The analysis did not 
reveal any significant effect. In particular, participants with either affective or cognitive 
expectation reported an almost identical total number of thoughts (Mae group = 5.14 vs 
M C E g r o u p = 4.97), F < 1. 
4.2.2.2 Proportion of Affective Thoughts 
Similar analyses were then done on the proportion of affective thoughts, 
proportion of cognitive thoughts, proportion of comparative thoughts and the thoughts 
valenced indices. As expected, when proportion of affective thoughts were submitted to 
a 2 (expectation basis) x 2 (affective quality) x 2 (cognitive quality) ANOVA, the 
analysis only revealed a significant main effect of expectation, F ( l , 173) = 38.60，p < 
.0005. The proportion of affective thoughts in the listed thoughts of the affective group 
(M = .83) was significantly larger than that of the cognitive group (M = .58). No other 
effect was significant (see Table 4.3 for the ANOVA results). 
38 
Table 4.1 
ANOVA - Proportion of Affective Thoughts as a function of 
Expectation，Affective Quality and Cognitive Quality 
Tests of Between-Subjects Effects 
Dependent Variable: Proportion of Affective Thoughts 
Type III Sum 
Source of Squares df Mean Square F Sig. 
Corrected Model 3 . 2 1 7 " .460 6.491 OOO 
Intercept 86.524 1 86.524 1221.941 .000 
Expectation 2.733 1 2.733 38.598 .000 
AQ .061 1 .061 .868 .353 
CQ .038 1 .038 .536 .465 
Expect * AQ .010 1 .010 .141 .708 
Expect * CQ .130 1 .130 1.835 .177 
A C r C Q .170 1 .170 2.399 .123 
Expect * AQ * CQ .014 1 .014 .191 .662 
Error 11.754 166 .071 
Total 101.749 174 
Corrected Total 14.972 
a. R Squared = .215 (Adjusted R Squared = .182) 
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4.2.2.4 Proportional of Comparative Thoughts 
Similarly, proportion of cognitive thoughts were submitted to a 2 (expectation 
basis) X 2 (affective quality) x 2 (cognitive quality) ANOVA. Again, the analysis only 
revealed a significant main effect of expectation, F (1, 173) = 38.53, p <.0005. The 
proportion of cognitive thoughts in the listed thoughts of the cognitive group {M = 42) 
was significantly larger than that of the affective group (M = .16). No other effect was 
significant (see Table 4.4 for the ANOVA results). In summary, when affective 
expectation was elicited, the evaluation process appeared to be predominately affective 
such that there were more affective thoughts reported. Conversely, when cognitive 
expectation was elicited, participants tended to pursue a cognitive evaluation such that 
more cognitive thoughts were listed. 
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Table 4.1 
ANOVA 一 Proportion of Cognitive Thoughts as a function of 
Expectation, Affective Quality and Cognitive Quality 
Tests of Between-Subjects Effects 
Dependent Variable: Proportion of Cognitive Thoughts 
Type 川 Sum 
Source of Squares ^ Mean Square F sjq 
Corrected Model 3 . 2 1 T .459 sisTl 
Intercept 13.975 1 13.975 198.031 .000 
Expectation 2.719 1 2.719 38.531 qoo 
AQ .076 1 .076 1.071 .302 
CQ .036 1 .036 .515 .474 
Expect * AQ .009 1 .009 .130 .719 
Expect * CQ .111 1 .111 1.577 .211 
A C r C Q .173 1 .173 2.456 .119 
Expect * AQ * CQ .021 1 .021 .291 .590 
Error 11.715 166 .071 
Total 29.735 174 
Corrected Total 14.931 173 
a- R Squared = .215 (Adjusted R Squared = .182) 
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4.2.2.4 Proportional of Comparative Thoughts 
Analyzing various factors' effects on the proportion of comparative thoughts, the 
2 (expectation basis) x 2 (affective quality) x 2 (cognitive quality) ANOVA revealed a 
significant main effect of expectation, F (1，173) = 7.73, p < .01. Specifically, the 
proportion of comparative thoughts in the cognitive group (M = .05) was significantly 
larger than that in the affective group (M = .01). There was also a near significant 
affective quality x cognitive quality interaction on the proportion of comparative 
thoughts, F ( l , 173) = 3.86，p = .051. However, simple contrasts did not show any 




A NOVA - Proportion of Comparative thoughts as a function of 
Expectation, Affective Quality and Cognitive Quality 
Tests of Between-Subjects Effects 
Dependent Variable: proportiono of comparison th 
Type III Sum 
Source of Squares df Mean Square F Sig. 
Corrected Model .128^ 7 " .018 2.146 .042 
Intercept .183 1 .183 21.538 .000 
Expectation .066 1 .066 7.727 .006 
Affective Quality .006 1 .006 .723 .396 
Cognitive Quality .001 1 .001 .061 .805 
Expect * AQ .009 1 .009 1.021 .314 
Expect * CQ .001 1 .001 .064 .801 
AQ * CQ .033 1 .033 3.860 .051 
Expect * AQ * CQ .018 1 .018 2.147 .145 
Error 1.413 166 .009 
Total 1.716 174 
Corrected Total 1.541 173 
a- R Squared = .083 (Adjusted R Squared = .044) 
As the disconfirmation paradigm suggests a comparison of perceived 
performance with a given standard such as prior expectation, comparative thoughts 
should characterize an expectation disconfirmation process (Mano and Oliver 1993). 
From the verbatim of the participants in the cognitive expectation condition, they 
deliberately compared the actual bass performance with the expected level and even 
other comparison standards. For example, some participants stated that "the bass was 
not as strong as expected", "sound quality is better than (that of) other CDs" and "I 
expected the bass would be as strong as (that of) rock or heavy metal music" (see 
Appendix 4 for more examples). Whereas in the affective expectation condition, only 
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one participant compared how happy the CD appeared to them with the happiness level 
they had expected before the listening. 
The different evaluative responses lend further support to the hypothesis that the 
bases of expectation predetermine evaluation modes. When a cognitive expectation is 
elicited, people incline to engage in a cognitive evaluation process and tend to compare 
the perceived attribute performance against the corresponding cognitive expectation. 
Performance that meets or even exceeds preexisting expectation results in a positive 
disconfirmation and thus satisfaction, whereas performance that fails to live up to 
expectation results in a negative disconfirmation and subsequent dissatisfaction. On the 
other hand, when affective expectation is elicited, people opt for an affective evaluation 
instead where comparison or expectation disconfirmation is less likely to be applicable. 
They evaluate the experience holistically without benchmarking attribute performance 
against prior expectation or other comparison standards, and thus the tendency of 
assimilation toward expectation is greater. 
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4.2.2.4 Proportional of Comparative Thoughts 
The valence of the thought content also provided support to the predetermination 
hypothesis. Proportion of positive thoughts was submitted to a 2 (expectation basis) x 2 
(affective quality) x 2 (cognitive quality) ANOVA (see Table 4.6). A significant main 
effect of expectation emerged, F (1，173) = 6.81，p = .01. The affective group reported a 
significantly larger proportion of positive thoughts (M = .79) than did the cognitive 
group (M = .67). More importantly, the analysis also revealed a marginally significant 
expectation x cognitive quality interaction, F(l’ 173) = 3.67, p = .057 (see Figure 4.3). 
Planned contrasts showed that when the bass was strong, proportions of positive 
thoughts in the affective and cognitive groups were not significantly different, t < 1. 
However, when the bass was weak, participants with cognitive expectation reported a 
significantly smaller proportion of positive thoughts (M= .62) than did those with 
affective expectation (M = .82)，t (87) = 3.54, = .001. The expectation x affective 
quality interaction was not significant, F < 1 (see Figure 4.4). The difference in affective 
quality did not contribute to any difference in the proportion of positive thoughts. 
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Table 4.6 
ANOVA - Proportion of Positive Thoughts as a function of 
Expectation, Affective Quality and Cognitive Quality 
Tests of Between-Subjects Effects 
Dependent Variable: Proportion of Positive Thoughts 
Type III Sum 
Source df Mean Square F ^ 
Corrected Model “ .182 2.114 .045 
Intercept 91.039 1 91.039 1059.775 .000 
Expectation .585 1 .585 6.805 .010 
AQ .006 1 .006 .070 .792 
CQ .003 1 .003 -034 .854 
Expect *AQ .010 1 .010 .118 .732 
Expect *CQ .315 1 -315 3.669 .057 
AQ * CQ .245 1 .245 2.850 .093 
Expect * AQ * CQ .071 1 _071 .827 .365 
Error 14.260 166 .086 
Total 107.031 174 
Corrected Total 15.531 173 
a. R Squared = .082 (Adjusted R Squared = .043) 
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Figure 4.3 
Proportion of Positive Thoughts as a function of 
Expectation and Cognitive Quality 
Estimated Marginal Means of Proportion of Positive Thoughts 
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4.2.2.4 Proportional of Comparative Thoughts 
A similar analysis was done on the proportion of negative thoughts, the reverse 
pattern emerged. Specifically, the main effect of expectation approached marginal 
significance, F ({ , 173) = 3.68，p = .057 (see Table 4.7 for the ANOVA results). The 
cognitive group reported a somewhat larger proportion of negative thoughts than did the 
affective group. More importantly, there was a strong expectation x cognitive quality 
interaction, F ( l , 173) = 12.14,p = .001 (see Figure 4.5). Planned contrasts showed that 
when the bass was strong, proportions of negative thoughts did not differ between 
affective and cognitive groups, p > .2. But when the bass was weak, participants with 
cognitive expectation reported a significantly larger proportion of negative thoughts (M 
=.22) than did those with affective expectation (M = .06), t (87) = 3.90, p < .001. The 
expectation x affective quality, again, was not significant, F < 1 (see Figure 4.6). 
Apparently, the difference in affective quality did not contribute to any difference in the 
proportion of negative thoughts. 
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Table 4.1 
ANOVA - Proportion of Negative Thoughts as a function of 
Expectation, Affective Quality and Cognitive Quality 
Tests of Between-Subjects Effects 
Dependent Variable: proportion of negative thoughts 
Type III Sum 
Source of Squares df Mean Square F Sig. 
Corrected Model .665® T .095 2.595 .014 
Intercept 3.056 1 3.056 83.449 .000 
Expectation .135 1 .135 3.675 .057 
Affective Quality .001 1 .001 .022 .882 
Cognitive Quality .005 1 .005 .149 .700 
EXPECT * AQ .004 1 .004 .105 .746 
EXPECT * CQ .444 1 .444 12.137 .001 
A Q * C Q .057 1 .057 1.567 .212 
EXPECT * AQ * CQ .002 1 .002 .059 .808 
Error 6.078 166 .037 
Total 9.989 174 
Corrected Total 6.744 
a. R Squared = .099 (Adjusted R Squared = .061) 
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Figure 4.3 
Proportion of Negative Thoughts as a function of 
Expectation and Cognitive Quality 
Estimated Marginal Means of proportion of negative thoughts 
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The pattern that fewer positive thoughts and more negative thoughts were listed 
when the cognitive group listened to the weak bass CDs suggested the theory that 
cognitive expectation elicits a cognitive evaluation process. The discrepancy between 
the actual performance (weak bass) and the expected level was scrutinized, resulting in 
an increased number of negative thoughts on one hand, and a reduced number of 
positive thoughts on the other. However, in the case of affective expectation, the 
proportions of positive and negative thoughts remained stable across different levels of 
affective and cognitive qualities. The discrepancy between affective expectation and 
actual affective quality did not seem to be under scrutiny, suggesting a tendency of 
assimilation which is consistent with past affective expectation studies. 
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4.2.2.4 Proportional of Comparative Thoughts 
To further seek evidence to support the predetermination hypothesis, listed 
thoughts were submitted to an additional coding session, in which thoughts were 
classified as visual-related or not. Visual imagery is regarded as rich in affective 
connotation, as opposed to analytical response which is more semantic and reason-based 
(Oliver, Robertson and Mitchell 1993). Therefore a high number of visual thoughts may 
be evident of an affective evaluation mode. 
The numbers of visual thoughts were divided by the total numbers of thoughts to 
create proportion of visual thoughts indices, and were then submitted to a 2 (expectation 
basis) X 2 (affective quality) x 2 (cognitive quality) ANOVA. As expected, a significant 
main effect of expectation emerged. The affective group reported a larger proportion of 
visual thoughts (M= .34) than did the cognitive group (M= .16), F ( l , 173)= 17.78,/?< 
.001. There was also a main effect of affective quality. The neutral song generated a 
larger proportion of visual thoughts (M = .29) than did the happy song (M = .20),厂（1， 
173) = 4.96，p < .03 (see Table 4.8 for the ANOVA results). This may due to the content 
of the lyrics of the neutral song, which includes more visual elements. Based on the 
above analyses of the nature, valence of the listed thoughts, and the proportions of 
comparative thoughts and visual imagery, there are evidences to show that the bases of 
expectation predetermine the evaluation modes such that affective expectations lead to 
affective evaluation whereas cognitive expectations lead to cognitive evaluation. 
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Table 4.8 
ANOVA - Proportion of Visual Thoughts as a function of 
Expectation, Affective Quality and Cognitive Quality 
Tests of Between-Subjects Effects 
Dependent Variable: visu— thoughts index 
Type III Sum 
Source of Squares df Mean Square F ^ 
Corrected Model 2 ： ^ T .347 4.340 .000 
Intercept 10.926 1 10.926 136.627 .000 
Expectation 1.422 1 1.422 17.779 .000 
Affective Quality .397 1 .397 4.958 .027 
Cognitive Quality .031 1 .031 .384 .536 
Expect *AQ .279 1 -279 3.489 .064 
Expect * CQ .067 1 .067 .840 .361 
AQ * CQ .276 1 .276 3.450 .065 
Expect * AQ * CQ .000 1 .000 .004 .949 
Error 13.275 166 .080 
Total 26.195 174 
Corrected Total 15.704 173 




5.1 Theoretical Contribution 
Consumer satisfaction / dissatisfaction (CS/D) has been one of the most 
important research areas among marketing theorists as well as practitioners. How 
consumers derive their satisfaction and dissatisfaction with a product or service 
represents an enormous system comprising of various factors before, during and after 
the consumption. Of the different proposed models, the disconfirmation paradigm is 
arguably the most accepted and prevalent. This subtractive model parsimoniously 
defines satisfaction as a simple comparison between prior expectation and perceived 
performance. 
However, the current study shows that the disconfirmation model may not be 
applicable in some consumption situations. Precisely, when consumers formulate an 
affective expectation about how they would feel in a forthcoming consumption situation, 
they do not necessarily compare the experience against prior affective expectation, but 
instead commit an assimilation such that a negatively disconfirmed experience would 
still lead to satisfaction. On the other hand, cognitive expectation would lead to 
satisfaction response that reflects a comparison of the consumption experience and the 
expectation. In brief, the current study represents the first attempt to include both 
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affective and cognitive expectations simultaneously into the satisfaction determination 
process. More importantly, the results demonstrate different consumer responses based 
upon different bases of expectation, and specify that the disconfirmation process more 
likely operates under cognitive expectation but less likely under affective expectation 
The incorporation of affective expectation into the satisfaction model addresses 
the concern raised by researchers that the affective side of the CS/D is under explored 
(e.g., Foumier and Mick 1999; Spreng and Page 2003; Westbrook and Oliver 1991). 
Surprisingly, in the extant literature of disconfirmation, almost all studies employed an 
attribute-based approach in expectation manipulation and performance evaluation (see, 
e.g., Churchill and Surprenant 1982; Kopalle and Lehmann 2001; Oliver 1980; Olson 
and Dover, 1979; Tse and Wilton 1988;). Even when Philips and Baumgartner (2002) 
incorporated emotions in the disconfirmation model, the measurement of product 
performance was also attribute-based. Given that affective and cognitive expectations 
lead to different satisfaction responses respectively, only by distinguishing affective 
expectations from the cognitive expectations that dominated in the CS/D literature can 
the affective aspects of satisfaction be fully explored. 
Apart from skewing toward the cognitive side, traditional CS/D research has 
generally relied on hypothetical consumption scenarios or recalled experience (e.g., 
Boulding et al. 1993; Cadotte, Woodruff and Jenkins 1987; Mittal, Ross and Baldasare 
1998; Oliver 1993; Tse and Wilton 1988). The direct experience approach of the current 
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experimental design has allowed participants to process information in a way that is 
closer to real life situations. 
There is strong evidence that the mode of evaluation is contingent upon the basis 
of expectation. An affective expectation generally leads to an affective evaluation mode, 
whereas a cognitive expectation leads to a cognitive mode. This is consistent with past 
findings that the nature of information input leads to a corresponding mode of 
evaluation. In the current study, the thoughts listed by participants with affective 
expectations were predominantly affective and visual-related, whereas those in the 
cognitive group were predominantly cognitive and quality-reflective. The former 
strongly suggested an affective evaluation process, the latter a cognitive evaluation 
process. More importantly, there were significantly more comparative thoughts in the 
cognitive group than in the affective group. These comparisons, based on the content 
analysis, were mainly made by the cognitive group against the cognitive expectation, 
whereas only one participant in the affective group deliberately compared the perceived 
affective quality with its corresponding affective expectation. These patterns of results 
show that the elicitation of a particular basis of expectation prompts the consumers to 
engage in a matching mode of evaluation such that relevant experiential or attribute-
based information will be attended to. To my best knowledge, this is the first study to 
propose and empirically demonstrate how the evaluation mode is contingent upon the 
basis of expectation. 
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It is noteworthy that listening to a music CD is a hedonic consumption 
experience (Hirschman and Holbrook 1982), for which an affective evaluation mode is 
normally the default option (Mano and Oliver 1993). Yet a cognitive expectation 
appears to be sufficient to switch the evaluation mode from affective to cognitive, or at 
least evoke a cognitive mode in addition to the default affective mode. Though the 
present study provides no direct evidence for the switching of evaluation modes, this 
represents an interesting avenue for future research. 
Are affective evaluation and cognitive evaluation mutually exclusive? The 
current study provides indirect evidence to the contrary. Though the cognitive group 
reported significantly more cognitive thoughts, the participants also reported a 
significant number of affective thoughts. Similarly, the affective group reported 
significantly more affective thoughts, and yet they reported a significant number of 
cognitive thoughts as well. It is possible that multiple standards may be operative 
simultaneously in determining satisfaction (Foumier and Mick 1999; Spreng et al. 
1996). These standards may trigger the use of more than one evaluation mode. In the 
context of consumer satisfaction, it is possible that both affective and cognitive 
expectations are involved, thus prompting a dual-process evaluation. Take the restaurant 
example in the opening paragraph. A patron can form both an affective expectation that 
the atmosphere is romantic and a cognitive expectation that the price is reasonable. 
Hence, both affective and cognitive evaluations may be performed simultaneously. In 
the present study, the cognitive group reported also a fairly high affective expectation 
(M = 5.95) though it was significantly lower than that of the affective group. In other 
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words, participants might have made inferences about how affectively fulfilling the 
experience would be based upon the cognitive expectation, and thus both types of 
expectations might have been operative and influenced the subsequent evaluation 
process. Nevertheless, the coexistence of both affective and cognitive expectations and 
in turn the use of dual-process evaluation may be the rule rather than the exception. 
Overall, this thesis enriches the disconfirmation paradigm by extending the uni-
dimensional, single standard model into a multi-dimensional, multi-standard model. The 
affective process of evaluation complements the comparison-based, cognitive process 
that has been the focus of past satisfaction research. Exploring how consumers assign 
weights to the two evaluation modes would follow up on the present research to further 
expand the satisfaction literature. 
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5.2 Limitations and Research Opportunities 
Although the manipulation of affective and cognitive expectation was successful, 
the orthogonality of expectation manipulation is questionable given that the affective 
expectation in the cognitive group was considerably high. There exists a possibility that 
people make inference about affective quality based upon their expectation about 
cognitive quality of the CD. In future research, it is advisable to manipulate both bases 
of expectation simultaneously, such as a 2 (high vs. low affective expectation) x 2 (high 
vs. low cognitive expectation), so that both expectations are controlled. Moreover, the 
interaction of both expectations on satisfaction can be examined. 
The effect size of expectations on satisfaction is only modest. It can be attributed 
to the moderate strength of the expectation manipulation. Written instruction with only 
semantic information may have required a relatively cognitive processing before 
participants can formulate any expectation, and thus it is harder to for affective 
expectation to emerge. More vivid stimulus, such as imagery advertising and video-
taped reactions from previous participants (Geers and Lassiter 2000) may generate a 
stronger affective response and in turn strengthen the manipulation of affective 
expectation. 
The focal product under evaluation is a music CD. Its evaluation experience is 
by nature hedonic. This is also a possible reason why affective expectation was also 
high in the cognitive group provided that people naturally form affective expectations in 
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face of an affective consumption. To avoid possible confounding factors, a neutral 
product experience that can be interpreted both affectively and cognitively is preferable. 
For example, a notebook computer can be a potential neutral product given that it can be 
seen as a utilitarian product that is used to work, and at the same time a hedonic product 
that provides multimedia entertainment. Alternatively, both hedonic and utilitarian 
products can be included so that the influence of different bases of expectation and 
different modes of evaluation can be examined. 
Another issue in need of further investigation is how affective expectations 
influence the felt affect of consumers and through which impact on subsequent 
evaluation. Mood effects on information processing, decision making and judgment are 
well documented in the extant consumer as well as psychology literature. The mood 
state prior to and independent from the consumption experience can possibly infuse into 
the evaluation should the affect be judged as relevant to the experience, resulting in a 
mood-congruent judgment (see Affect Infusion Model, Forgas 1995; Pham 1998). The 
infusion of pre-consumption mood should be more pronounced when consumers pursue 
an affective rather than a cognitive evaluation (Pham 1998). 
Pre-consumption mood, or pre-processing mood (Gom, Pham and Sin 1992), can 
on one hand be incidental and independent of the consumption experience, or on the 
other hand be context-dependent and influenced by consumption-relevant cognitions, 
like expectations. Such contextual affect influences how one should act and react in a 
forthcoming event. Indeed, action readiness plays a crucial role in an affective 
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experience. It is defined as “the individual's readiness or unreadiness to engage in 
interaction with the environment. Readiness may consist of action tendency, that is, 
readiness to engage in or disengage from interaction with some goal object in some 
particular fashion" (Frijda, Kuipers and Schure 1989, p. 213). In fact, emotions are also 
defined as "felt action tendencies" (Arnold 1960). 
Affective expectation may elicit action readiness, preparing consumers to have a 
consumption experience in congruence with the valence of affective expectation. For 
example, when an audience expects a comedy to be funny, s/he should be in a positive 
mood when s/he arrives at the cinema, even before the picture is shown, preparing 
her/him to have a good time. 
If an affective expectation is sufficient to create a pre-processing mood (Gom et 
al. 1992), there should be a mood effect that colors people 's judgment in a mood-
congruent direction (Forgas 2002; Gom et al. 2001). How mood and affective 
expectation interact and simultaneously influence a consumption experience is another 
promising opportunity that awaits further research. 
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APPENDIX 1: MOCK UP MAGAZINE EXCERPT 
lA: Cognitive Version 
• I I I I L I I H L L I I I U I I I I L I L I I L I I L L L L ^ H I I H H I L 
•r 
,,‘ 1 BSD Collection Vol.2 • • • • 
；•,,• .. ‘ ,. ：： VMkmsArtirts 
.'i： - -’..•• Tht BSD (l>it-slr««m dleitii) t*chnoloQy «rMl 
I achlfvemeni In offering high-fidelity tittenlng. 
‘ W l l h • 24-bH!MkHzrttoluUoath«CO 
raproducss wondtrful tound th»t ApproAcrm 
•oalog-Ulce qu«Hty. Put Xh« CD on. ind 
I , u n ^ h * d is • record of technkal brllll«ncf. 
， I d«(»v«rir>g loHd tnd powtrful ban Ail th« tim». 
“ ThU CD H • tuc<M> m railing th« bar wnh full 
. . . ’ ’ • comp«tibiltty wHh ait CO playtn. A purt gtml 
• • ；' • • . ... 
’ • 
I；： 
。： ^^m ； ; f h • 
"Solid and powerful bass" 
The BSD (bit-stream digital) technology is 
a tremendous achievement that entices any 二：二 
listener's ear. W ith a 24-bit / 96kHz resolution, .:.;‘::。i.: 
二一.--,.…. 
the CD reproduces wonderful sound that 
approaches analog quality. Put the CD on any 
CD player, and unleashed is a record of 
technical brilliance, delivering solid and 
powerful bass all the time. This CD is a success 
in boosting the bass. A pure gem! 
Chris Herald, editor. 
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IB: Affective Version 
• m i i l M M f P H I M m i M H I I I I H I B B B 
MjAon* i iu» ' i i t «p Ml iTili II T'l) IiiTliiM 11 jiW i I 
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• - , . - : -II、.： 
、I.---.. 
..‘.：......：. s 
S w M r t i n a • * • • 
Whtn tv t r I Sm th* Sky 
This compilation of cheerful songs is a real 
scmatlon In offering pleasurable listening. 
With a unique instrumental /voc«l 
composition, the CD reproduces wonderful 
sound that gete you In an instant holiday 
mood. Put the CO on.暴nd un lM^ed is « 
record of «mUv« bflllitnce, dtlivering happy 
and funful tunes all the time. This CO is a 
w<c«$ If* l(ftli>fl mood wtth sweet and bright 
momentj. A pur« gem I A pure deligMl 
« < 
"Happy and funful tunes" 
This compilation of cheerful songs is a 
tremendous achievement that entices any 
listener's ear. With a marvelous instrumental 
/ vocal composition, the CD reproduces : :二；： 
wonderful sound that gives you a holiday , 
mood. Put the CD on any CD player, 
and unleashed is a record of creative ‘ 
brilliance, delivering happy and funful tunes 
all the time. This CD is a success in lift ing 
your mood. A pure gem! 
Chris Herald, editor. > 
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APPENDIX 2 
COMMENTS ON THE CD CLAIMED TO BE WRITTEN BY 
PREVIOUS PARTICIPANTS 
2A: Cognitive Version 
Comments; 
<l,”) Ob'f/ M . ？0 ^ 斤^ 乂 如.T]、丨、i ‘ ‘ ^^^ 
— 勒 C P / eApeu^^^ "Hu . 
Comments: 
尔 \ � V M 0 . 
! 
Comments: • 
Xjuvj nek . 
L C\/y\ I 
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2B: Affective Version 
Comments: 
J i'ike M � ‘ � . 
•XivS CJ) 5 nuj S^jLc 
Comments: 
工 OOCUvt to S^ Vv^  ^Lon^ u3-、tk_ -Hv-C SCr^.' 
Comments: 
為 … F Q I T . , ‘ 
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APPENDIX 5 
EXAMPLES OF LISTED THOUGHTS CODED AS COMPARISON 
3A Positive 
• It makes me feel happy. 
• Sunny, happy, makes you smile. 
• Brings you a holiday mood. 
• It has a peaceful feeling. 
• I hope the music never ends because it makes me relax. 
• It is bouncy. 
• The song is very positive and encouraging. 
• I feel uplifted after listening to the song. 
3B Negative 
• Unreal. A feeling of distance. 
• It makes me feel uncomfortable. 
• Very lonely. 
• The song is so boring that it puts me into sleep. 
• It doesn't interest me. 
• I found it not as cheerful as I expected. 
• Can't get happy feeling. 
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APPENDIX 5 
EXAMPLES OF LISTED THOUGHTS CODED AS COMPARISON 
4A Positive 
• Really clean and simple, unlike most pop songs nowadays. 
• The sound quality is very good. 
• The voice of the singer is good. 
• The singing skill is quite good. 
• It reproduces the original sound, making you feel like being there. 
• The bass is impressive. It will be even better to go with rock music. 
• The background music impresses me. 
• The vocal part is clear and mellow. 
4B Negative 
• The bass was not as strong as expected. 
• The lyrics are not good. Too many repetition and not very meaningful. 
• The bass is too heavy that it overshadows the melody. 
• The bass sounds artificial. 
• I don't think the CD will be successful in the market. 
• Not my style in terms of melody and rhythm. 
• Overall, the song is okay, but not really impressive. 
• The bass makes the guitar sound unnatural in particular. 
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APPENDIX 5 
EXAMPLES OF LISTED THOUGHTS CODED AS COMPARISON 
• The bass is not as strong as expected. 
• The sound quality is better than (that of) other CDs. 
• The bass is very strong, but the mood of the song is not as rock as expected. 
• The bass is not as impressive as I expected before listening. 
• The voice of the singer is less lighthearted and cheerful than expected. 
• Is it the speakers' problem? Cannot notice the effect mentioned before. 
• The bass is regular. The instrumental part is monotonous. It is not as exciting as 
expected. 
• Much better than expectation. 
• Compared with songs of other CDs, there is no big difference. 
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APPENDIX 5 
EXAMPLES OF LISTED THOUGHTS CODED AS COMPARISON 
• Dancing pretty girl with long hair (bare feet on a sandy beach). 
• Flying above a meadow. 
• Flowers and green trees. 
• Lying in a hammock and thinking of the fun in the past. 
• A breeze brushing the hair of the singer. 
• Feel like wearing tee shirt and shorts. 
• A group of people are laughing. 
• Imagine the appearance of the singer. 
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